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Abstract 
The article defined customer value and corporate core competence using induction method and described the 
characteristics of these two concepts. Then the author analyzed the intrinsic relationship of customer value and 
corporate core competence via the survey and case analysis methods. The author found that customer value was the 
basic point to cultivate corporate core competence which was the platform to achieve customer value. The article is of 
great help to provide some ideas of cultivating and developing corporate core competence based on customer value. 
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1.Introduction 
Customers have higher expectations for products and services with the rapid technological 
development and emerging new products. At the same time, customers have more choices for products 
because they acquire more and more information and knowledge than before. In this article, a company is 
said  to have and maintain more customers and then acquire a sustained competitive advantage when it puts 
customers as God in the products design, manufacture and deliver and provides customers with value over 
its competitors. Thus, a company can cultivate and develop its core competence by the continuous 
protection and enhancement of customer value. 
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2.The definition and characteristics of customer value 
2.1.The Definition of Customer Value 
According to the change of market situation, several of new marketing methods have emerged since 
the 1970s: from product-centric and simply product quality-focused to “customer-oriented”, and then the 
proposal of the concept of customer value until the 1990s. Viewed through the development track, 
customer value is the historical continuity of customer satisfaction and customer loyalty, and it has 
pushed the marketing theory to a new stature. Porter believes that the competitive advantage is brought by 
the value created by companies for customers and customer value is considered to be a new source of 
competitive advantage. However, the definition of customer value in marketing theory has not yet unified, 
and different scholars have different views on customer value. The followings are some representative 
and influential definitions: 
Customer value is defined by Zaithaml as the overall evaluation of the utility for benefit gains and 
benefit losses of product perceived by customers. Gale considers that customer value is the perceived 
power of market after adjusting the relative price of the company's products. Kotler’s definition: customer 
value is the difference between the total customer value and total customer cost. Woodruff's definition: 
customer value is the perceived preference and evaluation to the product attributes which help customer 
to achieve their goals and objectives and the actual effects of such attributes and the using results in 
particular usage situation. 
There is no essential conflict although there are some differences among these definitions ostensibly. 
Customer value is the balance between perceived benefit gains and perceived benefit losses. Combining 
the latest development of customer value research, the author defines the customer value as follows: the 
perception, measure and evaluation of customers between product attributes, product performance and 
usage results to help customers to achieve their objective and all the cost to have been paid accordingly 
compared to the competitors or their own expectations in particular situations. 
2.2.The Characteristics of Customer Value 
The most innovation of customer value is that it is researched from the perspective of customers and 
its core is the anticipation for some market offer to meet their demand capability, the perception of the 
process of meeting their needs and the results after the needs-met. To sum up, the customer value has 
such attributes as follows: 
 Individuation of customer value. Customer value, as a degree of psychological feeling, is mostly 
likely to be subjective. 
 Interaction of customer value. Customers perceive companies and their products and companies 
and their products will also affect the customers’ perception and understanding in turn.  
 Dynamic of customer value. The value that customers perceiving from the product or service may 
change at any time.  
 Diversity of the factors affecting customer value. The factors such as product or service quality and 
price, and so on, will impact various different influences on customer value.3.The definition and 
characteristics of corporate core competence 
3.1.The Definition of Corporate Core Competence 
Prahalad & Hamel published the article with the title of “core competence of the corporation” in 
“Harvard Business Review” in 1990. The article established the position of the theory of corporate core 
competence in the management theory. There have been many articles on corporate core competence since 
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then. In the article, Prahalad & Hamel defined it as “the accumulated knowledge of the organization, in 
particular, on how to coordinate the different production skills and the knowledge of organic integration of 
multiple technologies”. Chinese scholars and entrepreneurs had attached the great importance to the theory 
of corporate core competence since it was introduced into China. Li Jie thinks that corporate core 
competence is the ability to help with a company to obtain excess profits and it is unique and difficult to 
copy and imitate. The author agrees with the views of Prahalad & Hamel on the definition of corporate 
core competence. There are three key attributes on corporate core competence extracted from this initial 
definition:  
 Knowledge. Corporate core competence is the accumulation of knowledge, including tacit 
knowledge and explicit knowledge. 
 Integration. The integration of corporate knowledge is very useful to corporate core competence. 
 Accumulation. Accumulation of corporate core competence is not accomplished in a day but 
through corporate long-term flocking.  
3.2.The Characteristics of Corporate Core Competence 
Prahalad & Hamel thought that corporate core competence had three characteristics: corporate core 
competence should provide the market leading to a wide range of potential channels; it should be able to 
create customer value and it is difficult to imitate. In addition, corporate core competence has the 
characteristics of valuablity, heterogeneity, scarcity, path dependence, and so on. Understanding 
corporate core competence needs to identify the properties of it. It is the driving force for sustainable 
competitive. In the article, corporate core competence is considered to have four characteristics: 
valuablity, heterogeneity, scalability and immobility.  
 Valuablity. Corporate core competence should be conducive to the improvement of business 
efficiency and can help a company to create value. The chief criterion that determines if the ability 
is corporate core competence or not is to see whether it has value and the ability to provide 
considerable benefits to consumers. Such as the Honda’s core competence is its unique skills in the 
engine. And the ability to deal with the relationship between dealers is not its core competence. It 
is Honda’s engine and transmission capacity that creates the great value for consumers. 
  Heterogeneity. Compared with competitors, a company’s core competence should be a unique 
ability. If your company has a certain capacity, other companies have, and we do it as well, it is 
only the universal ability of the industry rather than the corporate core competence. 
  Scalability. Scalability is the economies of scale of corporate core competence. Corporate core 
competence can provide firms with the opportunity to enter a number of potential markets and 
bring the competitive advantage in the industry. If the corporate core competence is limited to a 
product market and is not shared with other products, it is not the core competence of a company. 
For example, Sharp's LCD unique technology is Sharp's core competence, which it makes Sharp 
keep ahead of laptops, pocket calculators and large screen TV imaging technology. 
 Immobility. Corporate core competence is cumulative results of a firm learning and collective 
learning, deeply branded with the organization's features. It has the attributes of path dependence 
and fuzziness, making competitors difficult to imitate. For example, Haier’s core competence in 
the service is based on the social capital and culture of Haier, which it is difficult to imitate and 
copy. In recent years, many people visiting Haier have a common feeling that Haier is a 
remarkable company and its core competence is difficult to and mobile imitate. 
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4.The intrinsic relationship of customer value and corporate core competence 
4.1.Customer Value is the basic point to cultivate and strengthen  corporate core competence 
A company exists and develops well because it can use the so-called “scarce resources” creating 
products, providing services and meeting people's unlimited desire. So the prerequisite that a company can 
survive in the market is the support of customers demand. The corporate core competence can provide 
opportunities for companies to enter the potential markets. Just as Peter Drunker said, “creating customers” 
is a company's primary mission; a company is said to gain resources creating wealth when it satisfies all 
kinds of desire and needs of consumers. Corporate core competence not only comes from a company’s 
core technology, research and development team, the marketing network and culture, but also creating 
higher value for customers than competitors. 
4.2.Corporate Core Competence is a Company’s  Platform to Create Customer Value 
Providing customers more value mainly depends on the core competence of a company. A company 
can provide sustained value for customers if it has its core competence. A company’s target market 
customers will be attracted by rivals easily when its core competence is not strong, or its products can be 
easily imitated by other companies in the business competition. So a company can survive and develop if it 
has its core competence providing the unique value for customers. 
4.3.Corporate Core Competence is a  Company’s  Platform to Developing Continuously 
Corporate core competence has the characteristics of valuablity, immobility, heterogeneity and 
scalability. A company that has its core competence does better in creating customer value and reducing 
cost than its rivals. Corporate core competence can not be obtained via market transactions and is difficult 
to substitute. Specialized assets and tacit knowledge of a company are the significant market barriers to 
prevent other companies from entering the market that has been occupied. Therefore, a company can 
provide continuous and reliable protection for its survival and development. So the core competence is a 
company’s developing platform. 
5.Conclusion 
It is required to constantly analyze, understand and identify customer value in order to cultivate 
corporate core competence based on customers. The article defined customer value and corporate core 
competence using induction method and described the characteristics of these two concepts. Then the 
author analyzed the intrinsic relationship of customer value and corporate core competence via the survey 
and case analysis methods. The author found that customer value was the basic point to cultivate 
corporate core competence and corporate core competence is a company’s platform to create customer 
value and develop continuously. 
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